The principal objective of this study is to investigate the effects of justice oriented service recovery on customer satisfaction in retail banks in Ethiopia. It also attempts to assess how recovery satisfaction in turn affects customer loyalty. In order to realize the research objectives, data were collected through survey questionnaire from a total of 400 customers who have experienced service failures and recovered by the banks during the past one year. The study utilizes the instrument developed by Tax et al. (1998). Findings reveal that, perceived justice namely procedural justice, interactional justice and distributive justice were found to be positively related to recovery satisfaction. Recovery satisfaction is also positively related with customer loyalty.
Introduction
Service organizations endeavor towards 'a zero defect' service or to the ability 'to get things right the first time' [1, 2] . However, in all contexts, whether customer service, consumer services, or business-to-business services, service failure is inevitable [3] . Failure is inevitable as a result of the unique characteristics of the service itself i.e. specially, co-production and the inseparability of production and consumption makes it impossible to ensure 100 percent error-free services [4] .
Failures happen even to the best of firms with the best intentions and even to those with world-class service system [5] . Such failures can be costly for firms, as customers often to switch to other service providers after such dissatisfactory experiences [6] .
Though it is unlikely that service firms can eliminate all service failures, they can learn to effectively respond to failures once they do occur. This response is often referred to as service recovery and is defined as the process by which a firm attempts to rectify a service delivery failure [7] . A good service recovery strategy has several positive impacts. Studies have demonstrated strong links between effective service recoveries and customer satisfaction, customer loyalty, repurchase intentions, and long-term relationships [2, 6, 8] .
However, developing a successful service recovery is the most difficult task for service organizations, especially when it comes to the banking industry. Data from technical assistant research programs revealed that 63 percent of customers who complained were dissatisfied with the banks recovery efforts [9] . Similarly, [10] discovered that 61 percent of customers who complained were not pleased with the banks' recovery efforts because they were not treated fairly and the recovery efforts were far away from adequate justice.
The above arguments reveal a general consensus in the literatures regarding the inevitability of service failures and the difficulty of developing successful justice oriented recovery strategy.
The lack of academic interest in the field of service recovery is also depicted on the limited empirical studies that have been conducted over the issue. [11, p. 15] confirmed "given the acknowledged importance of service recovery, it is surprising that so few large-scale field studies have focused on this topic." Similarly, [12, p. 121] stated, "…limited attention is given to recovery, little is known about how customers evaluates recovery efforts, what constitutes successful recovery and the potential (and limit) of recovery to convert customer dissatisfaction to satisfaction". Furthermore, [13] have suggested few empirical studies have focused on service recovery and customer loyalty. Bearing this in mind, this paper endeavors to contribute to this neglected field by investigating the effects of justice oriented recovery on customer satisfaction and loyalty in retail banks in Ethiopia. In particular, how the three dimensions of perceived justice affects customers' recovery satisfaction and how recovery satisfaction in turn affects customer loyalty will be examined.  procedural justice (extent to which the policies and procedures used to achieve the final outcome are perceived as fair),
 interactional justice (extent to which one's personal interactions with a firm's employees are perceived as fair) and  distributive justice (the extent to which the final outcome is perceived as fair).
Dimensions of Perceived Justice
Procedural justice focuses on the process that is undertaken to arrive at the final outcome [19] .
[20] refer to procedural justice as the perceived fairness of policies, procedures and criteria used by decision makers in arriving at the outcomes of a dispute or negotiation.
[18] described five elements of procedural justice including process control, decision control, accessibility, timing/speed, and flexibility. Fair procedures are consistent, unbiased and impartial representative of all parties' interest and are based on accurate information and ethical standards. Prompt strategies were much more likely to be associated with higher satisfaction and customer retention rate than their delayed counterpart. It has also been found that procedural justice is important in service recovery as consumers who might be satisfied with the type of recovery strategy offered but still could be unhappy if the process endured to seek redress were unsatisfactory [18] . However, [20] found that in a retailing setting, procedural justice (timeliness) did not 
Research Model and Hypotheses
Based on the preceding literature review, a model linking the key variables in this study is presented in 
Measures
The questionnaire has five parts. The initial part of the questionnaire requested respondents to provide their background information. The second part was intended to measure the three dimensions of perceived justice using a seven point Likert scale starting from (1) "strongly disagree" to (7) "strongly agree". The third part examined customers' satisfaction with the bank's recovery efforts.
Customers rated their satisfaction from (1) "very dissatisfied" to (7) "very satisfied". Finally, customers' decision whether to stay with the bank or to switch to competitors was evaluated in the fourth part of the questionnaire on a seven point Likert scale, from (1) "strongly disagree" to (7) " strongly agree". A total of 37 items used to capture the five constructs.
Validity and Reliability
The validity and reliability of the instrument was tested using Cronbach's alpha and the coefficient values 
The Main Findings

Descriptive Statistics
Respondents' demographics:
The total population was composed of 69.2% males and 30.8%
females. The age of the majority group represented was 30-35 (29.8%). The second largest group was 36-40 (28.8%). The least respondent group was 18 -25 (2.9%).
The highest frequency monthly income was 1441 -2300 (35.6). The lowest frequency of monthly income was less than 500 (7.7 %). For educational level, the highest number of respondents had obtained university degrees and above (55.8%), whereas only 17.3 % of respondents had an educational level of high school and below. This means that most respondents in this study were well educated. For occupation, about 29.8 % of the respondents were merchants, while only 15.4 % of the respondents were teachers.
Perceived Justice and Recovery Satisfaction
Multiple regression analyses were used to establish the relationship between perceived justice and recovery satisfaction. This was followed by an examination of how satisfaction in turn could have affected customer loyalty. Specifically, all the three dimensions of perceived justice (procedural justice, interactional justice, and distributive justice) were regressed on satisfaction with service recovery. Subsequently, the impact of satisfaction on customer loyalty would be established. The complete results are tabulated in Table I . 
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Recovery Satisfaction and Customer Loyalty
Consequently Analysis of the data also indicated that service recovery satisfaction positively related to customer loyalty (β = 0.487, P < 0.01). Hence, H4 is supported. However, as it is shown in Table 1 above recovery satisfaction has not strong positive relationship with customer loyalty, (R 2 = 0.237) implied, only 23.7 % of the variation on loyalty explained by recovery satisfaction.
Discussions and Conclusions
The findings of this study confirm that interactional justice has significant and positive relationship 
Implications
Several important managerial implications emerge from this study. First, the importance of justice oriented service recovery cannot be disregarded. In the case of the provision of financial services, it is noted that in the case of service recovery, customers are more particular of the interaction although they also care for procedural and distributive justice. Some of the interactions looked out by the respondents "very concerned employees to my problem", "polite employees", "a reasonable explanation as to why the original problem occurred", and so on.
Similarly, retail banks should train their employees, specially, frontline employees to effectively handle customers complaints because front line employees (tellers) are easy to access and customers can voice their complaints with a minimum effort.
Second, although, satisfaction with service recovery positively related to loyalty, it is not strong. This implies 
Limitations and Future Research
Although the research findings add something on the existing stock of knowledge, especially, on how justice oriented service recovery affects recovery satisfaction and loyalty in retail banks, this study just like other studies suffers from several limitations. The study is conducted based on the data obtained from a single source (i.e. customers). However, it would be better if multiple sources (i.e. both customers and managers) were used. This study is conducted on only one industry (the retail banking industry), it would be better to investigate if customers of other services would display the same behavior.
